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INTRODUCTION
This Teacher’s Guide provides information to help you get the most out of Consumers:
Know Your Rights. The contents in this guide will allow you to prepare your students
before using the program and present follow-up activities to reinforce the program’s key
learning points.

This program is designed to provide students with an understanding of their rights as a
consumer in various types of transactions (Internet purchases, mail order purchases, rent-
ing/leasing, etc.). In addition, this program will provide useful information on how stu-
dents can protect their rights and take action if they feel their rights have been violated.

LEARNING OBJECTIVES
After viewing the program, students will be able to:
■ Define a consumer. 
■ Identify the basic rights of consumers, such as the right to know a product’s ingredients

and the effects of a product on the consumer’s health (e.g., cigarette warnings).
■ Implement strategies and tips to protect their rights. 
■ Articulate their right to accept and reject the terms of a service contract, as well as their

right to break a contract.
■ Resolve a situation if they are victims of a scam, and file a formal complaint. 
■ Find state consumer protection offices, and discuss the services they provide.  

EDUCATIONAL STANDARDS
The contents of this program correlate with specific educational standards from the
National Standards for Social Science (Economics) and the standards for the American
Association of Family and Consumer Science. 

■ Understands issues regarding personal, political, and economic rights.
■ Understands contemporary issues that involve economic rights such as consumer product

safety, taxation, affirmative action, eminent domain, zoning, copyright, and patents.
■ Knows local, state, federal, and private agencies that protect and/or inform the consumer

(e.g., FDA, EPA, OSHA, local prosecutor’s office).
■ Analyzes the role of government in personal and family economics. 
■ Identifies local, state, and national government services affecting the consumer.
■ Assesses current laws and the impact on rights and responsibilities of the consumer. 
■ Describes consumer protection policies and practices.
■ Describes how tax laws and the U.S. economy affect the consumer.
■ Explains the principle of “opportunity costs” and how it affects family financial decisions.
■ Functions effectively as a provider and consumer of goods and services
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PROGRAM OVERVIEW 
When are telemarketers legally allowed to call you? Can you return an item if you bought
it from a door-to-door salesman? In a retail store, over the phone, at home, or online you
have specific rights as a consumer—it’s in your best interest to know exactly what they
are! Presented in an engaging “news magazine” format, this program provides students
with an understanding of their rights as consumers and of what their expectations should
be when purchasing goods and services. Many important areas are explored, from how to
interpret food labels to disclosure of your medical and financial information. Experts offer
advice on how to deal with scams and fraud. A list of consumer advocate agencies and
related Web sites is also provided for further reference. 

MAIN TOPIC AREAS
Topic 1: Consumer Bill of Rights
Defines “consumer” and provides an overview of the consumer bill of rights, a statement
of principles that provides consumers with a minimum set of expectations regarding their
rights.

Topic 2: Nutrition and Labeling Education Act of 1990
Overview of the Nutrition and Labeling Education Act of 1990, and what consumers can
expect to find on the labels of foods they purchase.

Topic 3: Consumer Rights and Purchase Types
Discusses the rights of consumers based on how the purchase was made, including by
mail, telephone, computer, and fax.

Topic 4: Consumer Rights and Telemarketing
Overview of a consumer’s rights regarding telemarketing inquiries, and how to protect
those rights when purchasing/donating to a charity through a telemarketing call.

Topic 5: Consumer Rights and Door-to-Door Sales 
Discusses a consumer’s rights when purchasing from a door-to-door salesperson. Includes
a discussion on the Cooling Off Rule, which allows a consumer to cancel an order within
three days of a purchase.

Topic 6: Consumer Rights and Internet Purchases
Summary of a consumer’s rights when making purchases over the Internet, including tips
on conducting business and sharing private information on-line.

Topic 7: Consumers’ Right to Privacy 
Focuses on a consumer’s right to privacy regarding medical records and financial informa-
tion. Discussion includes an overview of consumer credit and the FTC’s Credit Practices
Rules.

Topic 8: Your Rights as a Lessee
Discusses a consumer’s rights as a tenant.
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FAST FACTS
■ The Nutrition and Labeling Education Act of 1990 requires that manufacturers provide

nutritional information on virtually all food products.
■ The Consumer Product Safety Act states that “the public should be protected against

unreasonable risks of injury associated with consumer products.”  
■ How you purchase something (i.e., by phone, fax, computer, mail order) affects your

rights as a consumer.
■ Telemarketers can only call between 8 AM and 9 PM unless they have your permission,

or if you have an established a business relationship with them.
■ A telemarketer cannot use a fax machine, computer, or other device to send an unso-

licited ad to another fax machine unless the receiving party has given prior consent.
■ A reputable charity will always provide a financial report upon request. 
■ The Cooling Off Rule states that when making a purchase from a door-to-door sales-

person or from a location that is not the store’s permanent place of business, the buyer
has three days to cancel any purchase of $25 or more.  

■ Other than the Privacy Act, there’s currently no FTC legislation specifically related to
making purchases over the Internet.

■ The Fair Debt Collection Practices Act protects consumers from abusive debt collection
tactics.  

■ Your rights as a tenant vary depending on what state you live in.
■ The best way for consumers to protect themselves when purchasing a service is to sign

a contract with the service provider.  

VOCABULARY TERMS
Consumer: Someone who utilizes economic goods, views advertising, or is considering
the purchase of a product.
Consumer Bill of Rights: Statement of principles that serves as the basis for all con-
sumer regulation.
Credit: Time given for payment for goods or services sold on trust (i.e., no interest is
charged if the balance is paid within 30 days).
Credit history: A consumer’s record of bill-paying (e.g., on time, 30 days late, 60 days
late, 90 days late).
Do-not-call list: A list of individuals who telemarketers cannot call, per their request. 
E-commerce: Buying or selling of goods electronically over the Internet.
Federal Trade Commission (FTC): Protects consumers against fraud, including false
advertising, unfair competition, and deceptive acts or practices.  
Food and Drug Administration (FDA): As part of its mission to protect public health,
the FDA standardizes and limits the language and terms allowed on food labels.
Fraud: An act of deception or misrepresentation.
Landlord: The owner of property that is leased or rented to another person.
Lease: A contract for use of real estate, equipment, or facilities for a specified term and
for a specified rent.
Low fat: Must have less than 5% of the recommended daily intake of 65 grams, or no
more than three grams of fat per serving.
Medical Information Bureau: A clearinghouse for medical information.4



Nutrition and Labeling Education Act of 1990: Requires that manufacturers provide
nutritional information on virtually all food products.
Telemarketing: The marketing of goods or services by telephone.
Tenant: One who rents or leases (as a house or apartment) from a landlord.
Waiver: The act of intentionally relinquishing or abandoning a known right.  

PRE-PROGRAM DISCUSSION QUESTIONS
1. Do you have any rights as a consumer when you purchase something through a mail

order catalog?
2. In what ways might your consumer rights be violated?
3. What type of information is provided on an FDA food label? Are all food items

required to have such a label?
4. Are your medical records private or public information? Can you think of any ways to

protect your privacy? 
5. How can you find out what your rights are as a tenant when leasing an apartment?

POST-PROGRAM DISCUSSION QUESTIONS
1. How can you obtain information about your rights as a consumer?
2. How does the Better Business Bureau protect your rights?
3. What steps can you take to protect yourself from fraud or other consumer rights vio-

lations?
4. If you wanted to modify a medical waiver to ensure that not all of your medical infor-

mation was released to a third party, what might you include in your modifications
(i.e., restrict the release of test results to employers, etc.)?

5. When making a purchase using the Internet, what are some things that you should
be aware of to ensure your consumer rights are not violated?

GROUP ACTIVITIES
Questions on Hand
Develop a checklist of questions that consumers should ask when entering into the fol-
lowing situations:

• Leasing an apartment
• Hiring a plumber to work on your house
• Purchasing an item from a door-to-door salesperson

Private Money
Divide the class into small groups. Each group should identify between three and five
strategies consumers can use to protect the privacy of their financial information. Create
an action plan for how consumers might implement the strategies the team develops.

INDIVIDUAL STUDENT PROJECTS
Quick Tips
Each student should develop a “Quick Tips” sheet designed to provide consumers with an
overview of their rights when making purchases. The sheet should be clear and concise to
allow for quick access to the information.
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Your Right to Rights
Provide students with the following scenario and ask them to develop a plan for asserting
their consumer rights:

You’ve been saving up to buy a computer game to play on your home computer. You
finally have enough money to purchase the game, and once it’s installed, you find that
it contains a bug that causes your system to crash every time you try to play it.
Checking the product packaging, you find that there is no warranty information pro-
vided. Develop a strategy for exercising your rights as a consumer and obtaining a
refund, credit, or exchange for the defective product from the manufacturer. 

INTERNET ACTIVITIES
Where to Go Online
Identify between seven and ten resources available to consumers on-line that provide
them with valuable information or access to consumer rights experts. Provide a brief
description of each resource and how consumers might benefit from each resource.

Pretend that you have been the victim of a fraud—you donated money to a charitable
organization, only to find out that it wasn’t a charity at all. Use the Internet to identify
resources to help you pursue your fraud case and get your money back.

Web Shopping
Use the Internet to research tips consumers can use to protect themselves when purchas-
ing items via the internet. Develop a “Quick Tips” sheet that consumers can follow when
making on-line purchases.

ASSESSMENT QUESTIONS
Q: The Consumer Bill of Rights includes ____________ . 

(a) The Right To Choose 
(b) The Right to Information 
(c) The Right to be Satisfied 
(d) both (a) and (b).
(e) all of the above.

A: (d)
Feedback: The Consumer Bill of Rights includes The Right To Choose (among several dif-
ferent products and services), The Right to Information (including access to accurate and
complete information), The Right to Safety (the safety of the consumer was taken into
consideration when the product or service was developed), The Right to be Heard (the
ability for a consumer to make a complaint when dissatisfied), and The Right to Consumer
Education (having access to Consumer Affairs information).

Q: Describe the purpose of the Nutrition and Labeling Education Act of 1990.
A: The Nutrition and Labeling Education Act of 1990 requires that manufacturers provide

nutritional information on virtually all food products.
Feedback: The FDA standardizes and limits the language and terms allowed on food
labels, and only FDA-approved nutrient and health claims are permitted to appear on food
labels. This allows consumers to compare food products and make informed choices.6



Q: The purpose of the Consumer Product Safety Act is to _____________ .
(a) assist consumers in evaluating the comparative safety of products
(b) develop uniform standards for consumer products, and minimize conflicting

state and local regulations  
(c) promote investigation into the causes and prevention of product-related deaths,

illnesses, and injuries.
(d) all of the above

A: (d)
Feedback: The Consumer Product Safety Act states that “the public should be protected
against unreasonable risks of injury associated with consumer products.”    

Q: List three guidelines telemarketers must follow when calling consumers.
A: (1) They must place your name on a “do not call list” if you ask them to do so. (2)
They can only call between 8 AM and 9 PM unless they have your permission, or if you
have an established business relationship with them. (3) They cannot use a fax machine,
computer, or other device to send an unsolicited ad to a fax machine unless the receiving
party has given prior express consent. 
Feedback: The Telephone Consumer Protection Act of 1991 and the Telemarketing and
Consumer Fraud Abuse Prevention Act protect the rights of consumers from abusive tele-
marketers. There’s quite a bit of overlap within these two laws, but the items described
above represent the key points of the legislation.

Q: Which Act protects consumers from abusive debt collection tactics?  
A: The Fair Debt Collection Practices Act.  
Feedback: The Fair Debt Collection Practices Act protects consumers from abusive debt
collection tactics. This act prohibits debt collectors from calling you at work if they know
your employer bans such calls. In addition, obscene, profane, or abusive phone calls are
strictly forbidden.

Q: List at least three tenant rights that exist in most states.
A: (1)The right to have children under the age of 14 living in the rental with you. (2) The

right to be notified of any regulations that apply to you when you sign a rental agree-
ment. (3) The right to privacy: for example, your landlord must give you 24 hours’
notice before entering the apartment to make non-emergency repairs. (4) Tenants have
the right to file a complaint. (5) The landlord must provide you with safe housing. 

Feedback: While your rights as a tenant will vary depending on where you live, there are
some basic rights that apply in most areas (as listed above).

Q: ________and _______ consumer offices are a great place for fraud victims to turn to
because they are very familiar with local businesses, ordinances, and state laws.  

A: City; county 
Feedback: City and county consumer offices are a great place for fraud victims to turn to
because they are very familiar with local businesses, ordinances and state laws. However,
if there is no local consumer office in a particular area, consumers can contact the state
consumer office. There’s no one state office that covers every consumer situation, and of
course the specific agencies available vary from state to state.
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Q: List at least three options available to consumers who want to resolve a dispute fairly.
Answer/Feedback: (1) Write a letter describing the complaint (make sure to keep a
copy for your records). (2) Enter into mediation or arbitration. If you can’t resolve an issue
directly with a company, there are mediation and third party arbitration services you can
try. (3) File a suit in small claims court. It’s an inexpensive way to have your day in court,
as there are no attorneys involved (the amount you sue for cannot exceed $5,000). (4)
City, county, and state consumer protection offices can often mediate your complaints,
conduct investigations, and prosecute offenders of consumer laws. (5) The State Attorney
General will investigate and seek recourse on consumer complaints. (6) The Consumer
Protection Office or Consumer Affairs Office are authorized to investigate and resolve con-
sumer complaints.

Q: The Federal Trade Commission _____________.
(a) investigates mail fraud and examines individual complaints
(b) regulates harmful, unfair, or deceptive sales practices
(c) provides a list of resources for victims of fraud
(d) all of the above

A: (b)
Feedback: The Federal Trade Commission (FTC) enforces most consumer protection laws
and regulates harmful, unfair, or deceptive sales practices.

ADDITIONAL RESOURCES
Privacy Rights Clearinghouse
www.privacyrights.org 

National Crime Prevention Council
Self, Home, and Family: Preventing Fraud
www.ncpc.org/1pro6dc.htm 

FirstGov for Consumers
Your resource for consumer information from the federal government
www.consumer.gov 

Consumer World website
www.consumerworld.org

National Consumer Law Center
www.consumerlaw.org

The ‘Lectric Law Library 
www.lectlaw.com 

Federal Trade Commission Consumer Protection
www.ftc.gov/ftc/consumer.htm 
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The Consumer Reports Law Book: Your Guide to Resolving Everyday Legal Problems, by
Carol Haas and Consumer Reports Editors. Consumer Reports Books, 1994.

Know Your Rights, by Reader’s Digest. The Reader’s Digest Association, Inc.  1995.

Business Ethics: Truth in Advertising, VHS, Meridian Education
In today’s high-tech, multimedia business environment, ads must be slick, sensational, and
sophisticated if are to stand out from the competition. This program examines how truth
in advertising has gotten lost in this competitive frenzy, and how consumers can learn to
separate fact from fiction in the confusing barrage of hype and half-truths. Two advertis-
ing execs discuss how companies develop ads, and how consumer audiences are targeted. 
Item no. 7141, www.meridianeducation.com, 1-800-727-5507

Get What You Pay For, VHS, Meridian Education 
This entertaining program dramatizes, with comic effects, what happens to those of us
who don’t practice good consumerism. People can be taken in by shady service and sales
persons, as well as by products and services that promise results that are just too good to
be true. Featuring professional actors, this program gives viewers some basic information
to avoid being taken advantage of. Watch as a married couple make some basic con-
sumer mistakes, and see how they are able to recognize and learn from them, with a little
help from a representative of the Better Business Bureau.  
Item no. 25493, www.meridianeducation.com, 1-800-727-5507

Supermarket Shopping, VHS, A Meridian Production 
Shopping used to be a time-consuming process...buying meat at the butcher’s, vegetables
at the market, flowers at the florist’s. But today’s supermarket is truly a one-stop-show for
many consumer needs. Viewers discover techniques for smarter and faster shopping (such
as choosing the best time to shop), and learn whether to use coupons, buy store brands,
or opt for generic brands. The program explores how stores are organized, comparison
shopping, how product placement influences what we buy and how much we spend,
warehouse stores, health food stores, specialty stores, and farmer’s markets. 
Item no. 26443, www.meridianeducation.com, 1-800-727-5507
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